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1b- Target Marketing

He Has Engaged Two!!
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Females

Sparkle

Painted
Hair

Pantene

Sunsilk

Hair Preparation

Child

Baby Johnson
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Teens

Hair Dryer
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Molfix Pampers
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Toothpaste

Sensodyne Close Up Signal Il Eve
Sensitivity Breath Carries Whitening

Kids
Ilce Blood Lovers Sl Smoker Hormonal
Lover Flavor
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../adv/Toothpaste/5-Close up.flv
../adv/Toothpaste/5-Close up.flv
../adv/Toothpaste/5-Close up.flv
../adv/Toothpaste/5-Close up.flv
../adv/Toothpaste/2-Signal 2.flv
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Gender: Chocolate

Snickers / Kinder Surprise

o Jas] = dbgama Bganll oz
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../adv/Chocolate/GALAXY® Ramadan 2012 رمضان جالكسي.mp4
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BOOK/Mkt/adv/اعلان  زيجو  2012.mp4
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Sport: TV

L).M-)j'\-) JA_CL_ CUD}Q}:_Q 0‘9,0}.” et

aogalsl

J-o-cl



401 1 Fdol | rdol |

Life Style:
Region / hobby
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Lactel
Multi - Branding

Activia
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DANONE

Danette



Savola
Multi - Branding

Italiano Almaleka Makaronto

oW Josl — dbgame Goaxl ppexr

I
'
O
\
i
(<)
\
l
'
O
N



401 1 Fdol | rdol |

20t El 20lob

ARMA for Qil

Qaleya Crystal

Blended Corn / sunflower
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Asil

Corn / sunflower
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Egypt

UAE

Tourism Segmentation

e Beaches Tourism
e Low SC / Russians
e low rates / less nights reservations

e Tourism & Shopping / High SC
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China Brands, Global Choic

E &ér‘bqying. com

Sort by

\

Best Selling

Recommended

New Arrival

Review

Highest Price

Lowest Price

Customization

ol Josl — dbgame Gsdl apexr




401 1 Fdol | rdol |

Segmentation Level: Micro Marketing

Procter & Gamble’s Reflect.com site allows customers
to design their own beauty products
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Mass Customization
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TAG MY

COKE

tagmycoke.com

eo lal UgSISQS

2ilgd

o govlonyl S|l vlonyl sy an golligi lo
www. fagmycoke.com
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Lyl 3,1

Geographic (RCP)

e Region, Climate, Population

Demographic (ASER+)

e Age, Sex, Ethnic, Religion, Social Class (Education / occupation / income),
Marital Status & Family Size

Psychographic (VAL)
e Values, Attitude, Lifestyle (AlO)

Behavioral (SFO)

e Status, Frequency, Occasion

Benefit
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Chill Out
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../ad/Chips/Chipsy/2- chetos - demographic age teenager.flv
../ad/Chips/Chipsy/2- chetos - demographic age teenager.flv
BOOK/Mkt/adv/اعلان  زيجو  2012.mp4
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Japan
Pop. 120 M.

Egypt & Japan

elder More than 65 Years

2011

2060

2012

osdiw Jes] — dbgaze Bobxl puax

23.3 %

39.9 %

2%

= 30 Million

= 1.6 Million
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Sahrain

Barbados

Qatar

at birth: 1 03

male(n)/femaie

0-14 years: 1 .03
male(s)/female
15-24 years: 1.3
maleis)/female
25-54 years: 1 88
f lefu)/femele
55-64 years: 1.81
malsin)/Temain
65 years and over:

Q.95 male(s)/famale

total population 54

mole(s)/female (2016

aot.) Romania
at birth 04

mauale(a)/female

0-14 years: 1 04
malei{si/temals

15-24 years

male i)/ fTemale
25-54 years: 0.93
male(s)/female
55-64 years: 0. 98
mualel(s)/Temale

65 yeoars and over:

0.97 male(s)/female

total population: 0.97

maie| )/ 1emals 207¢

“81.)

at birth: 1 01

male(a)/female

014 yours: 1 Russia

maie(s)/female
15-24 yoars: 0. .99

)/ fTemaie

2R-8%4 unnrn 1 Qg

at birth: 1. 02

male female

0-14 years: 1 03
male(s)/female

15-24 years: 2 .64

emale

male(s)
25-54 years: 4. 91

male(s)/female
55-64 years: 3.38

male(s)/fen

65 years and over
1.71 male(s)/female
total population: 3.41

207186

male(s)/female

est.)

at birth: 1.06
male(s)/female
0-14 years: 1.06
male(s)/female
15-24 years: 1.05
male(s)/female
25-54 years: 1 02
male(s)/female
55-64 years: 0.88
male{s)/female
65 years and over:

female

D.68 male(s

total population: 0.95

male(s)/female (2016

at birth: 1 06

female

male(s

0-14 years: 1.06
male(s)/femals
15-24 yoars: 1 05
male(s)/female

25-54 yoars: 0.96
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United Arab Emirates

S

United Kingdom

at birth: 1 05
male{s)/female
0-14 years: 1.05
male{s)/female
15-24 years: 1. 47
male{s)/Temale
25-54 yoars 2
male{s)/Temale
55-64 years: 2.93
male{s)/femuale

65 years and over:
1.69 male(s)/Temale

total population: 2 18

malefs emuate (20716

at birth: 1 .05
male(s)/female
0-14 years: 1.05
mala(s)/famale
15-24 years: 1 04
maie(s)
25-54 years: 1 04
maia{s)/female
55-64 years: 0 94

z)/femals

/female

maiey|
65 years and over:
0.81 male(s)/female
total population: 0 99
mala(s)/female (2076

est.)

at birth: NA
0-14 years: 1.04

male(s}/fema

15-24 years: |
male{s)/female
25-54 years: |

malaisi/female
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Values

e Mobinil

Attitude = Mood

e Miranda

Life Style
e Hobby / Job / Disease

3- Psychological
(VAL)
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Societal Oriented
Values / Market Il
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Societal Oriented
Values / Market Il|

pam g 055 @Y Olae
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Life Style
1- AIO Table

Work
(Verna / Man Clinic)

Vacation
Entertainment
Hobbies

Social events
Community
Club

Shopping
Sport (Yecht Club porto)

Job (Syndicates) (MBA /
Flats)
Achievement

Family
Home
Pet

Medias
Recreation

Fashion
Food, Music

ol Josl — dbgame Gsdl apexr

PEST

Politics, Economy

Socio - cultural

Themselves
Education
Future
business

cooking (Ganna)
car racing
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Both 4 teens:
Chepsico (Zorbee7)
Cheetos (Dance Challenge)
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Life Style
5- Socio-Cultural

UK versus Egypt
Target the same Segment
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6- Popcorn’s Report

* 99 Lives e Excitement Seeker
(Super mom / Hyper) (Disney, vacation)

* Ego-nomic

(Snob: M. Yahia / Ibrahim Rage7)

* Down Again
(Hamada Ezzo)

Vigilante

(3mo Rashad /
net revolution)

e Cashing Out
(Alaa AlKashef / Bill Gates)

e Health Seeker (A. Yahia)

e (Cocoon (Couch Potatoes)

JENE/JENE /N E

aogalsl
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Popcorn’s Report
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99 lives

e ZANUSSI: Dishes Washer
* Hyper Market

* KFC: Rizo

* |-Villa

e Porto / Italian Square (Rent 4 u - dabdoob Ad.)
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Excitement Seekers

PEPSI: Yalla Now

Mountain Due

Head & Shoulders (Mountain)
Dango (mn kwkb ding)

Blue Bay El Sokhna

Trident
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* Hamada Ezzo
* DANONE Yogurt
* Evian Live Young
* Power Horse

* Rege3na Shabab

Down Again
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e Bill Gates

e Alaa Al Kashef

Cashing Out
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4- Segmentation: Behavioral
their relationship with products

Non User

Satisfied

with
Competitors
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Usage Status

Frequency
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4- Segmentation: Behavioral
their relationship with products

Non User

Satisfied
with
Competitors

Emergent

oW Josl — dbgame Goaxl ppexr
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* Non (saD)
— Sample
— Alliance
— Discount
e Isttime
— Follow up
— Referral
* Repeating
— Loyalty Program

— Behav. Acc to Freq.

Jocl
Ly

AL A S Tl



401 1 Fdol | rdol |

Ll _na glic Logls (alll clialn

oW Josl — dbgame Goaxl ppexr

Jocl

AL A S Tl



S NI RINACIN]

oW Jes] — dbgae Bgaxdl e

asolalsl

U_ se £
U Joo B
ML AN A ACACE MY



401 1 Fdol | rdol |

oW Jes] — dbgae Bgaxdl e

Joc!



401 1 Fdol | rdol |

1b- Market Coverage Strategies

osdiw Jes] — dbgaze Bobxl puax
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1b- Differentiated Marketing

Single segment conc. (Eng. learning center / for Kids)
e Olam (Military Eyeglasses / North Pole Fish)
Full market coverage (cairo University)
e Honda (Pharma. Co. / Egypt food & Chips)
Market specialization (ILearn for Pharmacist)

e Novo Nordisk (Lund beck / 5 XL)

Product specialization (London Center of Marketing)

e Slim mints (Slim Mints / Multivitamins)

ol Josl — dbgame Gsdl apexr
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2- Evaluating Segments Attractiveness

Customer Purchasing Power
Competitor Strength

P: Tobacco with teens / Anti Danish /

E: Porch at Egypt / Misr Insurance with gl el
S: Clarks at Sudan / Delivery at KSA / cLasl)l

T: Android with elder (e-Finance)

MS / Growth (Unit wise / Moneywise)
Profit (sales — cost of segment penetration)

Market Analysis

Substantial Size Segment
Accessible
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3- Targeting Competitor

Brand:

similar product/s = Lexus vs Mercedes

e Samsung vs iPhone / G-Tide vs Chinese / Fairy vs Prill
e Lifebuoy vs Dettol / Marlboro Gold vs Davidoff one (at Med KSA: lighter gift)

Industry:

class of products = Corolla vs All Cars

e Nokia vs all mobile devices / Rokka vs all ceramic
Form:
products that supply the same service = All Transportation means

e Nokia vs all Communication tools: Viber, wireless Tel.
e Corolla & all cars, truck, motorcycle, Bus

Generic: competing for the currency in your pocket: any product or service that

a customer could spend money on; instead of me

e (= priority against other activities) / Jua) gl (i :bewind Kol
e E3mar Elmorshedy: Apartments vs Cars / Health Club vs Stock market at KSA / Always
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A. Undifferentiated Marketing (1-1) Indomie

0”3‘“”1‘ ad > 1 dow )]
umwz‘ 5] > 2 oo 4l
uww; e > 3 4ol

B. Differentiated Marketing (3-3) Party

1 dony
gl sl > 2 do il
3 douall

C. Concentrated Marketing (1-3) slim-mints
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1a- Market Coverage Strategies
B. Differentiated Marketing

o J1

Hotels / Clubs

e et

Tanks Outlets

> Tanks Comp.

(3-3)
lii- Payam (pouch)

o Jas] = dbgama Bganll oz
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Problem Detecting Methods
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Oxli ... Arma
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Samsung
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Dettol

Detergent

USP & Flanking

HARPIK Dettol LIFEBOY

Objective : Subjective
USP for kids USP

Dettol

Versus other
Hygiene Soap
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Feature

Any solid / scientific fact of a product

(for understanding )

| I
SO WHAT?

Advahtage

Extension of feature (for explanation)

i 7 SO WHAT?

Benefit

Value of the advantage to the customer

(Emotional= for Accepting)

(1 feature = many benefits)
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A

B

C

Mobinil vs AlThurayya

Moro Energizer

Tuc vs Senioretta

Kimo Kono vs
Maxibon

Sina Cola: Village

Pepsi Digestive

Sina Cola: Economic

o Jas] = dbgama Bganll oz

Zabadoo: Dry mouth
at night

Pepsi(n) vs 7Up
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Work Shop

Ragab

Slogan

Apple

Product Kiwi

Other

Focus On

(Quality / Price)

O.Jj> h;.C\

uU\ L
oLeld

African
Juava

J&Qy ~b>.~° Oe

Onion
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Broad

A Broad Overall

Cross-Section Low-Cost Differentiation
of Buyers ' - Provider

g om0
A Narrow

Buyer Segmen FQ.Cuse.d __:;’_
(Market Niche LQW’Cqst | rentic

-‘-P 1
Syl

Lower Cost Differentiation

Type of Competitive Advantage being Pursued
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dadaie oleluswiw!

Jgiud /[ Jgoliy e
e Celebrex is innovative

,bﬁu,'a.u ;\93 / ASNJ&&& °
e Cadbury: happiness
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Penetration Premium

Economic Skimming

ISIS
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Pampers Mistake
TV Ad. At the same break:

Ja i (3,8]l

= M4M
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It supposed to be one use for one user, so it used
to highlights: Maximum protection / No
worrying ...etc...

This is
Segmentati
on
acc. To:

This is
Positioning

acc. To:

It targets the school agers girl with Always
Sabaya®

It targets also married female

It also creates always® for daily moisture

Highlights Always ® night, for well sleeping

It attacks the “regular method: fabric”, By
highlighting “ only 0.3 LE per day”

A product development recently have been done,
by launching high quality, high priced always
diamond® with odor-lock technology,

That’s why always diamond® priced by using...........

oW Jes] — dbgae Bgaxdl e

....... Pricing strategy.
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